1002402267 


Source: https://www.industrydocuments.ucsf.edu/docs/hgjkOOOO 




PACKAGING PUTS 
OVER IMAGE 
FOR IMPORT 


About the author 

Mr, Goldsmith, is executin' vice vresilient, 
operations; Philip Morris, Domestic* New 
York. —" 

August 6, 1%H 



A paramount objective was to eumniu- 
tiiiute to the consumer the special quality 
md flavor promise of each eandv type 
hat wtmld! lx* recognizable as a member 
>f the Suehard quality family. From a de¬ 
ign standpoint, the new pack aging- for 
Ihe American market had to incorporate 


GING 


as many elements as |K>ssible Irom the* 
Swiss package; and yet satisfy the legal 
packaging requirements. Further, the 
package had to influence unpulse selec¬ 
tion at the point of sale. 

Tl*e art work, prepared in the United 
(Continued'on next /wge> • ' 




The following it excernfed from a talk 
Kiven at AM A' t WHH Pat kuk mg Conference 
in New York City. 

by Clifford //. Goldkmilh 

TJ 

1 1 ow do we cuin'mnnu ale with tlie 
comwnex? Obviously, we use tlie standard 
vehicles—advertising, sails, public rela¬ 
tions, etc. And there is, of course, that 
communications avenue in which all of 
you are interested—the package. Lets talk 
more about the package ... 

Suehard' Is a .high-quality candy which 
is manufactured in Switzerland. What we 
had to communicate here was the fact 
that tlie product is an imi*>rlant entry in 
this line. Internal communication was 
complicated by the fact that the respond¬ 
ents were separated by several thousand 
miles. 

The initial objective was to bring the 
product to the American market within 
six months after work started and in time 
for the Christmas season. Tlie product 
would have to convey a Swiss chocolate 
with a label design competitive in the 
American market. 

Coordinated by the director of comm cr- 


Aimed to unify the 


Continued from preceding page.’ 

States, was sent to Switzerland; where the 
designs were translated and reproduced in 
type and color in perfect harmony with 
the art work done in this country. 

Chocolate was packaged in Switzerland 
and flown to the United States in time for 


hind the logotype, w hile the cream-filled 
bars have a dark-colored backgnnuid with 
easily identifiable graphics communi¬ 
cating the specific cream ty pe contents. 

By using the traditional French titles 
for each type bar. the ‘'real imported 
Swiss chocolate’ idea is quickly under¬ 
stood and the American consumer need 


introduction in the fall of 1967 in a re- 
gional market. . ’ r 

The designs unified the family of prod¬ 
ucts and dramatized the familiar Suehard 
logotype face and crest, creating a color 
coding scheme for the various kinds of 
chocolate bars. The solid bars are readily . 
identifiable by the white background be- 

but glance at the wrapper to know the 
contents. • • \ . 

. Many groups were involved in this 
international project to communicate, in 
order to effectively and profitably bring a 
product to the market place. , V. : 


line, yet distinguish 
between bar types 


cial development for eon feet ions, market 
research conducted extensive studies 
which indicated that 20 per tent of the 
American housewives already had heard 
of the brand name and correctly identified 
it with chocolate. Of these housewives, 81 
per cent further associated the name Su- 
chard with a high-quulity line product. 

Because the key role in the marketing 
program was packaging, we again used 
Walter Landor’s group (design consult¬ 
ants) to whom the specific requirements, 
which entailed wrapper designs were out¬ 
lined. Hie objective was to conceive 
puckugc designs for eight kinds of choco¬ 
late bars in two sizes (i16 in all)—four of 
which are solid chocolate and four of 
which uro crennrfilled 1 The wrapper de¬ 
signs were to communicate the high qual¬ 
ity of a well-established cluK-olite, import¬ 
ed from Switzerland.. Other important 
considerations were the unifying of the 
various kinds of bars as a family of prod- 
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